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Huckleberry picker in the 1930s.
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by Shannon tl. Jahrig, Vanip! p. Wiehman,
Charles €. Keegan III, and R
“ ebecca Richards

CTS
I C \ ig Sky Country, the home of cowboys, fly fishermen,
a |
M and Grizzly bears— and more recently of accused
Unabomber Ted Kaczynski and various antigovemment militia groups—has another claim to fame: the Montana
huckleberry.
Plump, juicy, and bluish-black in color,
huckleberries grow mostly in western Montana
and northern Idaho and have become quite the
craze.
“Huckleberries have something of a cult
following,” writes a reviewer for an online
magazine, The Net-Net. The popularity of
huckleberry jams and jellies has led Montana
huckleberry manufacturers to cook up some
new products— syrup, honey, chocolate, salad
dressing, beer and, the latest, huckleberry
barbecue sauce. Huckleberry-scented soaps and lotions sell by the
truckload. Huckleberry-decorated pot holders, dishtowels, and
posters are quickly snatched off the shelves.
Eat them, drink them, spread them over your body, hang them
on the wall — these berries have gained worldwide recognition over
the past few years.
In fact, Montana’s huckleberry industry has grown 55 percent
since 1990. In a survey of Montana’s 14 major huckleberry manu
facturers, The University of Montana Bureau of Business and
Economic Research found that in 1990, huckleberry sales were
$980,000. By 1996, sales had grown to $1,528 million.
Local huckleberry manufacturers figure there are several reasons
for this growth. Partly responsible is the Department of Commerce’s
“Made in Montana” program, which promotes the state, as well as its
products.
“The program works to elevate Montana products,” says
Rebecca Baumann, a trade specialist at the department. “People
think of Montana as a good, clean, interesting place. They are eager
to see the ‘Made in Montana’ sticker. It enhances sales.”
Also appealing is the novelty of the huckleberry. It’s a unique
commodity, only available in a small part of the world. Nostalgia also
plays a role, at least with baby boomers, who have memories of

Grandma making preserves and serving her specialty with home
made bread. This generation buys jam because it reminds them of
their childhood, says Pamela Gates Siess, whose family has been in
the huckleberry business for almost fifty years.
The new generation doesn’t have the same
memories, though. “Grandma’s not making
jam anymore, she’s out playing golf,” Siess says.
To capture this market, manufacturers must
use a different technique. For example,
Generation Xers (post Baby Boomers) are into
things “wild and natural”—a category
huckleberries easily fall into —and if products
are marketed for this quality, they may have a
better chance for success, she says. Anyway,
producers theorize that once someone from any
generation acquires a taste, they’re hooked.
The “Made in Montana” program coincides with Montana’s
increased visibility in the media. Montana’s wild rivers and rugged
landscape have been showcased in major movies like A River Runs
Through It and River Wild.
The state has become a
movie star retreat with
celebrities like Ted Turner,
“Eat them, drink them,
Jane Fonda, Mel Gibson,
spread them over your
Andie MacDowell, Dennis
Quaid, Glenn Close,
body, hang them on the
Michael Keaton, and
wall — these berries have
Brooke Shields buying up
gained worldwide recogni
sizable chunks of land.
Montana-made wackos
tion over the past few
like accused Unabomber
y ea rs”
Ted Kaczynski and the
Freemen have brought the
state some notoriety too.
Meanwhile, most people know Montana for Glacier and Yellowstone
National Parks, Hathead Lake, and the Madison River, and for
backpacking, hunting, and fishing. Tourists continue to visit the
state and often want to take back a unique Montana item like
huckleberries.
Montana Business Quarterly/Summer 1997
3

Table 1
Sales Value of Huckleberry Products by M ontana
Huckleberry Product Manufacturers, 1996

JamsJellies, preserves
Chocolates, candies
Syrups, toppings, honey
Ice cream
Baked goods
Beverages, raw berries,
vinegar and lotions
Total huckleberry
product sales

Value

Percent

$ 846,550
S 297,850
$ 227,520
$ 39,960
$
9,120

55%
19%
15%
3%
1%

$ 107.000

7%

$ 1,528,000

100%

Table 2
Sales of Huckleberry Products by Market Region,
M ontana 19961
Local sales2
Inland region3
Other sales regions4
Total sales

Sales

Percent

$ 465,780
S 559,170
$ 503.050

30%
37%
33%

$ 1,528,000

100%

'Market regions reflect the point of sale of huckleberry products a n d no t
necessarily the final destination.
2Local sales are within or nearby th e community w here th e facility exists,
in la n d region sales are those outside th e local area bu t within th e region of
Idaho, M ontana, and the Spokane, WA area.
4O ther sales regions are outside th e local and Inland region areas.

Table 3
Marketing Channels for Huckleberry Products
Manufactured in M ontana, 1996
Percent of
Sales
Sales controlled by
manufacturers

50%

Sales controlled by
other distributors

50%

Total sales

100%

Table 4
Source of Berries Received by M ontana's
Huckleberry Product Manufacturers in 1996

4

Pounds of
Berries

Percent

Berries harvested in
Northwest Montana

49,950

85%

Berries harvested in
North Idaho

9.100

15%

Total berries received
for processing

59,050

100%
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Just about any Montana gift shop carries an array of huckleberry
products. NBC anchor David Brinkley, actor Beau Bridges, and Lea
Thompson from the TV show Caroline in the City all sampled
Montana huckleberries while visiting the Trading Post in St. Ignatius,
Montana. Tour buses with passengers from Austria, France, Ger
many, Japan, and New Zealand stop by the Trading Post*s huckle
berry kitchen on their way to Glacier Park. Tourists often leave with
mail order forms so they can send huckleberry gifts to friends and
family throughout the world. The increasing practice of selling by
mail order may help explain some of the phenomenal growth in the
industry since 1990.
Montana’s huckleberry industry has been around in some shape
or form since the 1930s—from Grandma canning berries and storing
them in the cellar to large commercial operations, according to a
study of huckleberry pickers conducted by The University of
Montana-Missoula Department of Sociology.
W hen the economy collapsed during the Great Depression of the
1930s and there were few jobs, people went into a berry frenzy,
picking huckleberries by the bushel for canneries in the Bitterroot
and Flathead Valleys. After World War II, the huckleberry industry
more or less came to a halt. Better jobs like logging, construction,
and dam building were available. Before the war, huckleberries sold
for 50 cents a gallon. By the early 1980s when the modem industry
really took off, the berries brought $3 per gallon. By 1996, the price
had risen to between $15 and $20 per gallon.
While the economic situation in the 1990s may not resemble that
of the 1930s, both periods can be characterized as huckleberry
heydays. During the Depression, people had lost jobs and needed to
find other kinds of work. Huckleberries were a source of income.
Because of sawmill closures and related job layoffs during the 1990s,
Montanans—particularly those in Lincoln and Sanders counties—
have tried to supplement their income by picking huckleberries and
selling their products at fruit stands. This sideline business has given
people one more option for staying in Montana, even though they no
longer have full-time forest industry jobs.
Eva Gates Homemade Preserves of Bigfork is the oldest huckle
berry business in the state. It began in 1949 when Pamela Gates
Siess’ Grandma Eva cooked up a few batches of huckleberries and
her Grandpa peddled the preserves to local stores. Montana now has
14 major huckleberry manufacturers who use nearly 12,000 gallons
(or 60,000 pounds) of huckleberries per year for a variety of products
including jams, jellies and preserves; chocolates and candies;
syrups, toppings, and blended honey; ice cream; baked goods; and
beverages, raw berries, vinegar, and lotions (Table 1). Manufacturers
mostly rely on local pickers to supply quality berries and are com
pletely dependent on Mother Nature to supply the right weather
conditions. They sell their products to local, regional, and interna
tional markets and most have plans for expanding in the future.
They are generally optimistic about the future of the huckleberry
industry, though some have concerns about land management issues
and permitting regulations (see sidebar). The Bureau of Business
and Economic Research recendy completed a census of Montana’s
huckleberry manufacturers for 1996. Here is what the Bureau
found.

Above: Pamela Gates Siess in the middle with her daughter on the left and sister on
the right. Top left: Eva Gates Homemade Preserves kitchen and store. Bottom left:
Worker puts labels on jars.

Th£ C en su s
For the census, the Bureau attempted to contact all major
commercial huckleberry product manufacturers in Montana, but not
the many informal manufacturers such as restaurants and ice cream
parlors that may incorporate huckleberries in some of their primary
products. The major manufacturers were asked to provide informa'
tion on products manufactured, sales value, market areas, volume of
berries processed, geographic source of berries, and employment
involved in manufacturing huckleberries.
The census identified 14 major commercial huckleberry manufacturers operating in 1996. These firms were located in seven
Montana counties, concentrated in western and northwestern
Montana (Figure 1). Flathead County had the largest concentration
with six manufacturers, followed by Lincoln County with three.
Firms provided information for three market areas: local, regional,
and other sales regions. Thirty percent of the sales were local, or
within 50 miles of their facility; 37 percent were regional, or outside
their local area, but included other places in Montana and Idaho,
and the Spokane, Washington area; and 33 percent were other
regions outside local and regional market areas, including some sales
in other countries (Table 2).
The census found that Montana huckleberry manufacturers
control about half of their sales distribution by selling from their own
retail outlet, through bazaars and trade shows, or by mail order; the
other half is handled by other retailers (Table 3).
About 85 percent of the huckleberries were harvested in six
Montana counties: Flathead, Lake, Lincoln, Mineral, Missoula, and
Sanders. Virtually all of the remaining 15 percent came from
northern Idaho (Table 4).
Montana’s huckleberry manufacturers depend heavily on
independent berry pickers to supply them with enough berries.
About half of the manufacturers rely on the same core of pickers
year after year because they’ve developed a good working relation
ship and have more control over berry quality. The other half of
Montana manufacturers don’t rely on the same berry pickers every
year, but buy from whoever brings in the berries. N ot surprisingly,

pickers supplying the manufacturers generally live near the berry
source in western and northwestern Montana communities like
Libby, Troy, Eureka, Kalispell, Hungry Horse, Bigfork, St. Ignatius,
and Missoula.
W hen asked what qualities or conditions they seek, nearly all
manufacturers mentioned cleanliness, freshness, plumpness,
ripeness, and size. Some manufacturers stipulated that berries had to
be handpicked, rather than picked with mechanical devices that
often damage the berries.
Following is a closer look at several Montana huckleberry
products businesses.

0va Gates fiompmacte preserves, Bigfork
From the time she was a little girl, Pamela Gates Siess always
knew she would eventually take over the business her grandmother
built in 1949. In 1985, she did.
Siess grew up watching her Grandma Eva make preserves from
strawberries, raspberries, black caps, and huckleberries and sell them
out of her garage. Over the years, Siess learned all about the
preserve business, and when her mother decided to retire as
manager, she was ready to take her turn.
Grandma Eva’s idea for the business started in the kitchen and it
just took off, Siess says. One year the strawberry patch produced
more berries than the family could use so Eva made preserves. Her
husband immediately saw the potential for a business. So he loaded
up the car and traveled all over the state selling Eva’s goods.
“There was a huge demand for the native berries,” Siess says.
“And my Grandma’s was the only company making preserves.”
Customers wanted the preserves for themselves, as well as for
gifts for friends and families. A year later, in 1950, Eva started selling
products via mail. Today, mail order is still the biggest portion of the
business.
For many years, Eva Gates Homemade Preserves was the only
such business in the state. Eva’s kitchen, located one mile north of
Bigfork, had absolutely no competition until the late 1970s when
huckleberry businesses started springing up.
Montana Business Quarterly/Summer 1997
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In 1979, the kitchen moved into Bigfork because the family
needed more space. Today, it’s in the front part of the shop, and
visitors can watch the cooks stirring up pots of huckleberries.
Since 1990, the huckleberry-manufacturing firm has grown
almost 40 percent. The increasing popularity of these big, purple
berries has certainly helped, and so has tourism. Bigfork traditionally
drew tourists who perused the art galleries and novelty shops of
Electric Avenue, but in early 1990s the city saw a
huge influx of new visitors, as well as people
moving to the area. Business definitely picked up
because of this steady stream of tourists and
newcomers.
The Bigfork company’s business has not
slowed because of other competitors. However,
Siess has some concerns about places that start up
and fold in a short time. Sometimes the reason
these businesses fail is that their products are not
high quality, she says. Poor quality goods could
prejudice potential customers against huckleber
ries.
“If somebody comes to Montana and takes a
bite of a huckleberry product and says ‘oh my
God this is the worst thing I ever tasted’ we’ve
Doug
lost a prospective customer,” Siess says. “They’ll
never try huckleberries again.”
Eva Gates’ now employs about 12 workers during peak season
(summer) and processes close to 11,000 pounds of huckleberries per
year. Siess relies on local pickers for berry supply. In fact, a family
from Libby has picked berries for the Gates throughout four
generations.
Several issues might cloud Siess’ bright oudook for the future of
the huckleberry industry. First, the cost of items like jars continues
to rise because of the distance from suppliers, some located in cities
as far as Denver and Spokane. Second, berries are also being
harvested by out-of-state pickers and shipped out-of-state for sales
and processing—leaving Montana huckleberry firms out of the loop.
And, of course, the business is dependent on Mother Nature. Bad
weather means few berries.
Despite these concerns, Siess plans to keep manufacturing

huckleberry products. Eventually, she will pass the business on to her
daughter—the great granddaughter of Eva Gates.

f)oag fUlarcTs Trading Post, !>t. Ignatius
Doug Allard isn’t giving away any secret recipes. But imprinted on
every jar is this clue: “Cooked slowly in an open kettle from an old
family recipe for better flavor.” A little vague,
but visitors to the Trading Post’s kitchen will
testify that whatever the recipe, it’s tasty.
Located just off of Highway 93 on the way
to Hathead Lake and Glacier National Park,
the Trading Post draws a glitzy crowd. Movie
stars, TV news anchors, and international
tourists often stop in for a taste of jelly or a
huckleberry ice cream on the patio next to the
kitchen. Tourists are a big part of the business,
but the Trading Post also sells huckleberry
products to local grocery stores, gift shops, and
bed and breakfasts.
In 1996, the kitchen processed 2,000
pounds of huckleberries— a banner year.
However, the kitchen is a relatively new
Allard
addition to The Trading Post. Owner Doug
Allard, a member of the Flathead Confeder
ated Salish and Kootenai Tribes, opened a souvenir store in 1973.
Over the years, the post has expanded to include a gas station/
convenience store, a motel, and an Indian museum. Decorated with
an enormous stuffed bear and several varieties of mounted animals,
Doug Allard’s store specializes in Indian products — moccasins, dolls,
jewelry, rugs, and art work.
The huckleberry portion of the business has only been around for
four years, and Jeanine Allard (Trading Post manager and Doug’s
daughter) says berry product sales keep growing every year. The store
used to carry Eva Gate’s preserves and syrups, but with the increasing
demand for huckleberries, they decided to manufacture berry
products themselves.
And these huckleberry products are extra special because they are
“Made in Montana,” and made by Indians on the Indian reservation.
Pretty hard for tourists to resist.

problem flreas or Concerns expressed by
Montana Huckleberry products Manufacturers
1) Regulations imposed by public agencies including:
• Permitting process for pickers
• Restrictions on amounts of berries picked
• Restrictions on mechanical pickers
2) Closure of roads by public and private timberland managers will
limit access to huckleberry picking sites.
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3) Huckleberries harvested by out-of-state pickers and shipped
out-of state for sales and processing.
4) Huckleberries flourish in forested areas opened by timber
harvest and/or fire. Dramatic reductions in timber harvest, as
well as past practices of aggressive fire suppression, may reduce
berry production.

Th£ Great Northern Brewing Company,
Whitefish
Not all huckleberry products come in jars, some come in beer
mugs. Last year, patrons of this Whitefish brewery drank 624 barrels
of huckleberry beer, which takes about 78 gallons of huckleberry
juice to make.
In business for one year, the Great Northern Brewing Company
brews five different kinds of beer: Black Star Premium, Black Star
Black Lager, Big Fog Amber Lager, Wheatfish Hefeweizen, and
Wild Huckleberry W heat Lager.
With the growing demand for fruit beers, such as raspberry,
apricot, peach, and cherry, the brewery decided to specialize in
something unique to Montana—huckleberry beer.
Montana huckleberries make good beer because they aren’t too
sweet, according to brewery manager Kate Greenlee. While the
brewery’s clientele includes locals as well as tourists, it’s usually
tourists who request huckleberry beer, she says.
“People figure ‘Hey, I’m in Montana, I better try huckleberry
beer,’ ” Greenlee says. “It’s a novelty, something they’ve never tried
before.”

Montana’s Major Huckleberry
product
Manufacturers
Eva Gates Homemade Preserves, Bigfork, Montana, (406)837-4356.
Montana Juice Company, Billings, Montana, (406)254-1849.
Viki's Montana Classics, Bigfork, Montana, (406)837-5545.
JoNae’s Chocolates, Bozeman, Montana, (406)585-9818.
Bunny’s Country Kitchen, Eureka, Montana, (406)889-3911.
Honeyberry Farms, Hungry Horse, Montana, (406)387-5078.
Huckleberry Haven, Hungry Horse, Montana, (406)387-5731.
Huckleberry Patch, Hungry Horse, Montana (406)387-5670.
Bear Creek Fisheries, Libby, Montana, (406)293-6498.
Helen’s Candies, Libby, Montana, (406)293-4687.

Helen’s Candies, Isibby
Why has the huckleberry industry grown 55 percent since 1990?
Dave Gaustad, owner of Helen’s Candies in Libby has a few ideas.
Declines in the timber industry, particularly in Libby, have caused
job losses. Because of the depressed economy, every “Tom, Dick,
and Harry” has decided to get into the huckleberry industry to try to
supplement their income.
Gaustad, who has owned the business with his wife Kendra for
the past 7 years, says another reason for the industry’s growth is that
Montana is becoming better known through the “Made in Montana”
program, more tourists, and movies like Meryl Streep’s River Wild,
which was filmed in Libby several years ago.
At Helen’s Candies— named after Helen Bundrock, one of the
industry’s pioneers and previous owner of the Gaustads’ shop—
huckleberry chocolates are the specialty. They also sell jams and
syrups.
Although Helen’s gets some tourists, most of their business
consists of wholesale deals with northwest retailers. Mail order sales
are also thriving right now and Christmas is a big season for the Libby
huckleberry manufacturer.
Helen’s employs up to 11 part-time workers and last year pro
cessed 2,000 pounds of huckleberries.

Bunny’s Country Kitchen, Cureka
Bunny, of Bunny’s Country Kitchen, is a one-woman show.
Located in the far northwest comer of the state with a population of
about 1,200, Eureka has been the home of Bunny Franklin and her
huckleberry business for the past seven years. Last year she cooked

The Huckleberry People, Missoula, Montana, (406)721-6024.
Doug Allard’s Trading Post, St. Ignatius, Montana, (406)745-2951.
Larchwood Farms, Trout Creek, Montana, (406)827-4943.
The Great Northern Brewing Company, Whitefish, Montana,
(406)863-1000.

up about 750 pounds of huckleberries to sell at craft shows, grocery
stores, and gift shops.
Bunny loves to make preserves and loves being her own boss. Her
biggest challenge is keeping up with the competition and trying to
get retailers to stock her Country Kitchen product.
Husband Stephen notes that while Bunny can’t compete with
the volume of some of the other manufacturers, she makes up for it
in quality.
“Look at the label, check the ingredients,” Stephen says. “Bunny
doesn’t use any fillers.”
The labels on some of her products trumpet the same notion:
“Bunny’s Berry Best.”

Montana Business Quarterly/5ummer 1997
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The Richardson family has been supplying Mon

tana gift shops with huckleberry jam for almost twenty
years, but since 1990 the company’s sales have grown
about 75 percent. Diversification of products, major
marketing efforts, and the change from a hobby to a
serious business enterprise are the reasons for the
increase, says Richardson,

Top: Lisa Richardson,
marketing director/part
owner of The Huckleberry
People. Above and right:
workers making chocolate
and pouring jam into jars.
Photos on this page by
Todd Goodrich. University
Communications.
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Th£ Huekl£b£rrg pg@.pl& Missoula
It took only 3 minutes on the QVC Home Shopping Network to
sell 1,600 huckleberry gift boxes, more than some shops would sell in
a year. Definitely a good day’s work for Lisa Richardson, marketing
director and part-owner of The Huckleberry People.
Most of the people who called in their credit card numbers to buy
the gift boxes were from the East Coast and had never heard of
huckleberries, Richardson says. It was sheer novelty that sold the
Montana gift boxes. The Huckleberry People, along with twenty
other Montana businesses selected by QVC, were featured on the
home shopping television station.
Though their products don’t typically move this quickly, sales are
increasing steadily for the Missoula manufacturers.
Five years ago, Lisa and her brother Rusty took over the family
business. For their parents, selling huckleberry products was a hobby.
For Lisa and Rusty, it’s a way to be able to stay in Montana and
make a decent living—no small feat in a state with limited job
opportunities and lower-than-average salaries.
The Richardson family has been supplying Montana gift shops
with huckleberry jam for almost twenty years, but since 1990 the
company’s sales have grown about 75 percent. Diversification of
products, major marketing efforts, and the change from a hobby to a
serious business enterprise are the reasons for the increase, says
Richardson, whose company buys between 10,000-25,000 pounds of
huckleberries per year, the largest quantity bought by any manufac
turer in the state.
After a two-year stint with the Republican National Party in
Washington D.C., Richardson, a University of Montana graduate,
was ready to come home where people were more relaxed and less
“self-important.” Richardson, who has a bachelor’s degree in
accounting and a master’s in finance, now handles all marketing
and product design, while her brother handles sales. They oversee 30
full-and part-time employees.
The siblings’ first move was to expand the product line and reach
out to markets beyond Montana. The Huckleberry People invested
heavily in chocolate, creating a new line of white and dark choco
late products. The company’s most recent creation is “Cowboy
Chocolate,” a line that includes a cowboy candy bar, cowboy bark
(as in bark from a tree), and old-fashioned mixed candy.
Inventing new and different products is the key to success,
Richardson believes, especially for wholesalers like The Huckleberry

People who don’t have their own store nor the tourist traffic of Eva
Gates and the Trading Post.
Packaging and marketing of the product are also critical.
Richardson designs special labels for the company’s jam and jelly jars.
For example, all products going to Glacier or Yellowstone have the
park’s name on the jar because tourists buy these items for souvenirs
from their trip. She has recently designed a label for products now
available at W heat Montana, a flour mill and bakery/restaurant
located off the highway near Three Forks, Montana and on the way
to Yellowstone Park. Tourists stop at W heat Montana to try the bread
and tour the mill. Now they can eat their homemade bread with
The Huckleberry People’s jam.
Smart marketing like this has certainly been responsible for some
of The Huckleberry People’s growth. W hen products complement
each other it only makes sense to work together, says Richardson. In
addition to W heat Montana, she collaborates with High Country
BeefJerky, a rapidly growing company in Lincoln, Montana, on
marketing and advertising campaigns. And she is always looking for
new marketing opportunities.
Running her own company sometimes means 16-hour days,
Richardson says. But, there are definitely perks, like bringing her
three-month old baby to work with her once in awhile. Most
importantly, she can have a good income, a growing business, and a
quality lifestyle in Montana. □

Research data for this article came from the BBER survey, one year of
interviewing pickers, processors, and forest service personnel, and a
recently completed community survey of residents in Lincoln and Sanders
counties regarding their resource use, including huckleberries.
Rebecca Richards will present additional findings about the buckleberry industry in Toronto at the Rural Sociological Society Annual
Meeting. This project was funded by the USDA Mclntire-Stennis
Cooperative Forestry and the National Science Foundation M ONTS
programs.
Shannon H. Jahrig is publications director at the Bureau of Business
and Economic Research, The University of Montana-Missoula; Daniel P.
Wichman is a Bureau research specialist; Charles E. Keegan III is the
Bureau director of forest industry research. Rebecca Richards is an
assistant professor of sociology at UM.
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POPULATION

Population Increases by County
by James T. Sylvester

ontana’s population grew by about 10 percent, or
80,000 persons between 1990 and 1996.55,000 persons
moved into Montana from other states, a mirror image of the
previous decade when over 50,000 moved to other states. Migration
is generally the result of relative economic performance in Montana
and other parts of the United States. Montana’s economy performed
very well relative to other regions, thus the dramatic reversal in
migration over the 1980s when Montana economic conditions were
less than ideal. Population change has two components, natural
increase and net migration. Natural increase is births minus deaths,
and net migration is the difference between those coming to
Montana and/or those leaving for other states.

M

County population change has similar components but the
migration reflects those moving across county boundaries as well as
those moving across state lines.
Table 1 shows Montana’s population change between 1990 and
1996, by county, and details the components of that change.

Counties are sorted by magnitude of population change, from the
largest increase to the biggest loss.
Most of Montana’s total population growth occurred in just eight
counties, shown below. N et in-migration dominates the population
growth in these eight counties— 47,800 migrants compared to 18,200
through natural increase. These eight counties account for over 86
percent of total net migration in Montana and about three-fourths of
the natural increase.
Figure 1 shows the relative portion of each component in the
eight most active counties. Each bar represents 100 percent of a
county’s total population change. The white part of each bar shows
the proportion of change due to natural increase. The gray segment
shows the proportion due to net in-migration.
Two major anomalies show up. Cascade county had no net inmigration and Ravalli county had little natural increase.

Figure 1
Com ponents of Population Change,
Fastest-Growing M ontana Counties,
1990-1996

Source: US. Department of Commerce, Bureau of th e Census
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Population Growth and Components of Change, 1990-1996
1990
Montana
Yellowstone County
Flathead County
Gallatin County
Missoula County
Ravalli County
Lewis and Clarlc County
Lake County
Cascade County
Jefferson County
Park County
Sanders County
Lincoln County
Carbon County
Stillwater County
Big Horn County
Madison County
Beaverhead County
Broadwater County
Silver Bow County
Fergus County
Custer County
Musselshell County
Glacier County
Powell County
Mineral County
Blaine County
Sweet Grass County
Wheatland County
Hill County
Valley County
Teton County
Golden Valley County
Roosevelt County
Granite County
Liberty County
Petroleum County
Prairie County
Judith Basin County
Treasure County
Rosebud County
Carter County
Meagher County
Wibaux County
Chouteau County
Pondera County
Fallon County
Daniels County
Phillips County
Toole County
Powder River County
Garfield County
Deer Lodge County
McCone County
Sheridan County
Dawson County
Richland County

799,065
113,419
59,218
50,463
78,687
25,010
47,495
21,041
77,691
7,939
14,562
8,669
17,481
8,080
6,536
11,337
5,989
8,424
3,318
33,941
12,083
11,697
4,106
12,121
6,620
3,315
6,728
3,154
2,246
17,654
8,239
6,271
912
10,999
2,548
2,295
519
1,383
2,282
874
10,505
1,503
1,819
1,191
5,452
6,433
3,103
2,266
5,163
5,046
2,090
1,589
10,278
2,276
4,732
9,505
10,716

1996
879,372
125,880
71,179
60,630
88,338
33,622
53,086
24,912
81,359
9,699
16,140
10,138
18,817
9,224
7,641
12,327
6,774
9,148
4,022
34,605
12,711
12,286
4,671
12,682
7,107
3,727
7,128
3,442
2,430
17,797
8,380
6,385
990
11,056
2,582
2,313
532
1,390
2,288
865
10,493
1,487
1,802
1,147
5,359
6,338
2,989
2,136
5,030
4,900
1,935
1,406
10,084
2,056
4,366
9,104
10,311

Natural
Increase
24,825
4,314
1,809
2,473
3,294
401
1,660
538
3,668
207
277
93
398
-7
81
918
9
301
75
278
-110
136
-49
865
25
45
285
-12
29
831
60
33
35
740
-10
63
6
-29
52
-5
672
-3
23
-14
-22
113
27
-84
109
78
40
26
-180
6
-60
78
180

Net
Migration

Total Increase

55,482
8,147
10,152
7,694
6,357
8,211
3,931
3,333
0
1,553
1,301
1,376
938
1,151
1,024
72
776
423
629
386
738
453
614
-304
462
367
115
300
155
-688
81
81
43
-683
44
-45
7
36
-46
-4
-684
-13
-40
-30
-71
-208
-141
-46
-242
-224
-195
-209
-14
-226
-306
-479
-585

80,307
12,461
11,961
10,167
9,651
8,612
5,591
3,871
3,668
1,760
1,578
1,469
1,336
1,144
1,105
990
785
724
704
664
628
589
565
561
487
412
400
288
184
143
141
114
78
57
34
18
13
7
6
-9
-12
-16
-17
-44
-93
-95
-114
-130
-133
-146
-155
-183
-194
-220
-366
-401
-405

Percent Change
1990-1996
10.1%
11.0%
20.2%
201 %
12.3%
34.4%
11.8%
18.4%
4.7%
22.2%
10.8%
16.9%
7.6%
14.2%
16.9%
8.7%
13.1%
8.6%
21.2%
2.0%
5.2%
5.0%
13.8%
4.6%
7.4%
12.4%
5.9%
9.1%
8.2%
0.8%
1.7%
1.8%
8.6%
0.5%
1.3%
0.8%
2.5%
0.5%
0.3%
-1.0%
-0.1%
-1.1%
-0.9%
-3.7%
-1.7%
-1.5%
-3.7%
-5.7%
-2.6%
-2.9%
-7.4%
-11.5%
-1.9%
-9.7%
-7.7%
-4.2%
-3.8%

Sources: U.S. Department o f Commerce, Bureau o f the Census; Bureau o f Business and Economic Research, The University o f MontanaMissoula.
Note: These data are estimates subject to error, especially where values are small.
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Talking
'bout
my
generation
by Cameron Lawrence
typically avoids party affiliations and prefers the title of “indepen
uch has been written recently about the so-called
Generation X. There is a debate among demogra
dent.”
In fact, during the 1992 election, Ross Perot received strong
phers regarding who actually comprises this group.
support
However, many believe Gen X includes those bom between
1961 from
and voters under 30. He was attractive to this group because
seemed
1978. It would be a big mistake for businesses in the U.S. toheignore
thisto represent a common sense approach to problem
solving. Gen X’s concern about the exploding deficit and the
cohort, which numbers 46 million and constitutes a huge potential
crippling legacies of Social Security and Medicare corresponded
market. Besides, members of Gen X will be working in this nation’s
with Perot’s platform. The environ
businesses for years to come. To fully
ment and the crumbling national
harness the potential of this generation
educational
infrastructure were also
business leaders must understand the
“Young people no longer view opportunity
high on their list of concerns. As this
politics that have shaped them, the way
as their parents and grandparents once
generation matures into the national
they view businesses and bureaucracies, as
political debate, our nation will no
well as their knowledge of and passion for
did. Lifelong employment with the same
doubt see an emphasis on these issues.
information and technology.

M

organization is no longer possible or

P o litic s

desirable.”

For Gen X, pragmatism is the name of
the game. They believe in the anthem of the 80s. T hat is, big
government and bureaucracies can’t solve the nation’s ills. Since they
came of age politically in such a conservative era, they tend to be
more conservative than previous generations. According to National
Review, roughly 40 percent of 18 to 29 year olds consider themselves
to be conservative. Although the Republican party has had a
dominant impact on political debate since 1980, this generation
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A ttitudes about Business
The 1980s, which shaped and
formed Gen X, introduced them to a concept which has had a
significant influence upon them: entrepreneurship. According to
Forbes magazine, members of Gen X are starting new businesses
fester than any other age group. There are a number of reasons for
this.
As teenagers, they watched movies like Risky Business, which
celebrated the entrepreneur. Their cultural hero and symbol was a

“...members o f G en X are starting new businesses
faster than any other age group. 1

character portrayed by Tom Cruise who hustled his way into
Princeton.
In addition, the 80s were a time in which people like Michael
Milken and Donald Trump were household names. It was common
for investment bankers to grace the social pages as well as the nightly
news broadcasts. Ivan Boesky, “king of the arbitragers,” speaking
before a packed auditorium at UC Berkeley proclaimed, “Greed is
okay.” He was met with cheers. Needless to say, this type of speech
would not have been acceptable to Berkeley students a generation
before. The message Gen X has been inundated with is that
ambition and individualism will take you far.
Perhaps the greatest influence on Gen X was the legacy left by
the investment bankers and savings and loan barons in the late 80s
and early 90s—widespread corporate downsizing. Many Xers saw
parents lose jobs in the aftermath of the mergers and acquisitions
boom. During this time the view of employment as a long-term
contract between firm and employee was shattered. As children, this
generation watched carefully and vowed it would never happen to
them. By starting and managing their own businesses in record
numbers, Xers are attempting to control their own destinies.
Their belief that large organizations aren’t the solution extends
into the realm of commerce. Consequendy, an important shift has
occurred. Young people no longer view opportunity as their parents
or grandparents once did. Lifelong employment with the same
organization is no longer possible or desirable. They are adapting to
the world Alvin Toffler described in his revolutionary book, The
Third Wave. Toffler suggests work will be performed in small teams
on a project-by-project basis. Once the project is completed, the
workers will move to another job where their skills are in demand. In
this new work environment, self-reliance and independence are the
norm.
These characteristics are prevalent among members of Genera
tion X, who took the brunt of the explosion in divorce during the 70s
and 80s and were left to essentially take care of themselves.
According to American Demographics magazine, more than 40
percent of Xers were in a single parent environment by the time they
were 16. As a result of growing up in the age of divorce, Xers were
forced to shoulder a great deal of responsibility, and as adults, many
crave expanded responsibility in their professional lives.
Equally important to Generation X are quality of life issues. They
insist a balance be struck between family and work. Industry is
adapting to this demand and the trends can be seen within many
large professional firms across the country. For instance, in order to

retain young professional women, firms are becoming more flexible
with family-related issues, says Stephanie Hunt, director of human
resources for a large California-based executive office management
firm. Firms may offer employees the option of working one or two
days a week from home via computer, she says. They are also
becoming increasingly generous with maternity and family leave,
and some companies are now offering job-sharing prospects where
two people divide one job. In turn, the employees who benefit from
these types of programs become increasingly loyal to their employ
ers, says Hunt.

Technology
According to Michael Dell of Dell computers, the entrepreneur
ial poster boy for Gen X, his generation is at home with computers
and technology. In fact, some Gen Xers have never used a type
writer and many consider the World Wide Web to be their encyclo
pedia and best source of information. This has important implica
tions for business. Members of Gen X have developed an insatiable
appetite for technology and information, and when they are denied
access to information they feel lost. They have grown up in an age
of information overload.
The constant bombardment
...“some G en Xers have
of information from every
medium imaginable has
never used a typewriter and
forced them to develop
may consider the World
sophisticated skills which
are necessary to assess
W ide Web to be their
mountains of information
encyclopedia and best source
quickly.
One example of this can
of information. This has
be seen in graduate schools,
important implications for
says Dr. Tom Ottaway, who
business.”
holds a Ph.D in operations
management and is an
associate professor of management at The University of Montana.
In years past, a successful graduate student was one who could
simply track down the necessary information, he says. Today grad
students have all of the information available at their fingertips:
successful candidates are those who can quickly sift through
mountains of information and filter out the diamonds from the
coal, he says.

Integrating Gen Xers into Your Business
Young people clearly bring fresh perspectives and valuable skill
sets into the business world. However, they can also benefit from
the guidance of professional managers who work to foster an
environment in which this new generation can excel. The combi
nation of experienced management and the entrepreneurial zeal of
Gen X can pay big dividends.
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Every generation brings new views of management into the
workplace. Accordingly, today’s businesses must adapt to take full
advantage of the potential of Gen X. In Bruce Tulgan’s excellent
book, Managing Generation X, he offers 20 suggestions that manag
ers can utilize to foster an environment in which X’ers can thrive. A
good manager will apply these tools to relationships with all employ
ees.
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

Abandon the slacker myth.
Recognize Xers’ generational expectations.
Distinguish between arrogance and independence.
Support Xers’ quest for self-based career security.
Spend the time up front with your employees so you will feel
comfortable delegating.
Build corporate cultures that value the individual.
Provide Xers with opportunities to excel.
Give Xers the psychological space to thrive.
Focus on results not process. Xers’ bring different methods and
tools for reaching goals.
Give Xers responsibility for tangible end products.
Set clear deadlines for tangible end-products.
Provide Xers with as much information as you can.
Keep open lines of communication.
Treat Xers’ questions as opportunities to teach.
Outline and clearly define goals.
Let Xers manage as much of their own time as possible.
Make work a proving ground for Xers’ creativity.
Build constant feedback loops.
Make feedback accurate, specific, and timely.
Celebrate Xers’ success!]]
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“Superwoman’s Daughters,” Working Woman, by Pamela Kruger.

Siberia's
"Treasure
An Investors’ Guide to Tyumen
by Liudmila M. Simonova
or most wetemers the word Siberia has chilly
k
associations: ice, exile, punishment. In recent years,
p
however, some Westerners have set out for volun
tary “exile” in Siberia, pursuing the surprisingly rich eco
nomic opportunities that Siberia offers. W hat follows is an
economic profile of one region in Siberia, the Tyumen.
Located in Western Siberia (see map), Tyumen’s resource
base is surprisingly similar to Montana’s.

Siberia

—

Much of Russia’s natural resource base is concentrated in
Siberia. For instance, Siberian forests cover two million
square miles, a territory “larger than either the Amazon
jungle or America’s lower 48 states,” as author Richard Poe
points out. The Siberian rivers teem with many important
species of fish, including salmon. Also concentrated in this
region are coal and iron ore reserves and water power.
Perhaps most strategically important of all its resources are
Siberia’s natural gas deposits. Western Siberia alone contains
gas deposits exceeding all known deposits in the entire
United States. The most oil and gas rich area of all is
Western Siberia’s Tyumen region, the focus of this profile.
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Tyumen Region
Tyumen occupies nearly 900,000 square miles of Western
Siberia. It stretches from the N orth Polar Circle south to
Kazakhstan with a total population of about 3.2 million
persons. The region’s population density is very uneven,
averaging 0.16 persons per square mile in the northern
portions and 3.5 persons per square mile in the southern
Tyumen region.
The Tyumen region, or “oblast,” is a special case in terms of
its administrative and political structure. It consists of three
territorial-administrative units. South Tyumen includes the
regional capital, also called Tyumen, which was founded in
1486— the first Russian city in Siberia. Khanty-Mansi and
Yamal -Nenets are the other two administrative units, or
“okrugs.” All three parts belong to the single Tyumen oblast
but each also has substantial independent economic rights to
use territorial property and natural resources as it chooses.
This economic independence fuels some tendencies toward
separatism for the region and may be considered somewhat
destabilizing.
A nother tension within the region concerns the
indigenous peoples of Siberia. A lthough they comprise
only a small minority (1.7 percent) of the total population
of Tyumen oblast, aboriginal groups’ mode of life and
living conditions are often threatened by the strategies of
Siberia’s oil and gas development. So the Tyumen region
currently faces numerous problems of power allocation
and conflicts of interests and rights. In this sense, it is a
microcosm of Russia’s political, legal, economic and
national contradictions.

Table 1
Tyumen Oil Extraction and its Share in
Total Russian Crude Oil Production
Selected Five Years
Oil extraction Share of total Russian
oil production
in Tvumen region
1990
1993
1994
1995
1996

Million Tons

Percent

365
236
212
200
186

71%
67%
67%
68%
65%

Source: Tyumen Regional Committee of State Statistics, Russia's State Committee on Statistics.

Table 2
Number of Registered Crimes
Tyumen Region, 1990-1994

Crimes (units)

1990

1991

1992

1993

1994

52,918

61,371

70,608

71,357

74,026

Source: Tyumen Oblast in Figures for 1990-1994.

Strategic Industries
Table 3
Foreign Investments by Industry
Tyumen Region, 1993-1994
Investments
------ in 1993--------

Fuel
Machine-building and
metal working
Wood and paper products
Ught industrial sector
Selected manufacturing
Construction
Trade and public catering
Material-technical supply
and sale
Information/computing
services
Science and scientific services
Total investments

Millions of
U-S. dollars

Share of
total

Millions of
U.S. dollars

Share of
total

$58.5

96.8%

$21.4

19.3%

$ 0.4
$0.04
$0.02
$0.05
$ 1.2
$ 0 .1

0.6%
0.1%

$2.1
$0.02

1.9%

-

_

0.1%
1.9%
0.2%

-

-

$87.3
-

78.6%
-

$0.03

0.1%
-

-

_

$0.01

-

$0.2
$111.1

0.2%

S0.1
$60.4

-

0.2%

Source: Tyumen Oblast in Figures for 1990-1994.
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The Tyumen region’s uniqueness lies in its natural
resource wealth—most strategically, oil. Tyumen accounted
for nearly all of Siberia’s crude oil reserves (96 percent) and
for 65 percent of total Russian oil production in 1996 (see
Table 1). It accounted for an even more substantial portion of
Russia natural gas extraction in 1996—96 percent of the
country’s total.
Like its population, Tyumen’s oil-rich areas are unevenly
dispersed. Historically, most of the oil has been extracted from
Khanty-Mansi okrug, the rest from Yamal-Nenets territory.
Although the southern part of Tyumen has been developed
primarily as an agricultural and manufacturing area, it is now
considered a potentially rich oil field; industrial oil extraction
started here in 1994 and the results are promising.
As the nation’s most important supplier of oil and gas, the
Tyumen region has also become a major source of hard
currency into Russian coffers. Oil and gas exports (mostly
from Tyumen resources) accounted for nearly half (45
percent) of Russia’s export total in 1996, helping to ensure a
positive trade balance for the country. Thus, the Tyumen
region is vitally important to the overall Russian economy—
especially now during the country’s painful transition to a
market economy.

SIBERIA
Figure 1
The Share of Basic Products Exported to th e Western
Tyumen Region, 1994 (Percent)

Source: Tyumen Oblast in figures for 1990-1994.

Considering this territory’s strategic importance, it’s not surprising
that Tyumen’s economy is highly politically charged. Throughout
most of this century, the region’s oil and gas industries were strongly
centralized and regulated at the federal level. This continued for a
time even after the breakup of the old Soviet Union. The transition
to a market economy started later here than in other parts of Russia,
and the mechanisms of privatization for Tyumen’s oil and gas
industries also differ from other industries.
However, one thing remains the same: the region and its
strategically important major industry continue to be a battleground
for political ambitions and goals. It’s no accident that some key
officials of the Russian federation government were recruited from
oil and gas company managers and from local Tyumen administra
tors. The region thus maintains a highly visible and vocal presence in
the ruling circles of Moscow, lobbying actively for development and
favors. This visibility also makes Tyumen a target of internally
destabilizing and sometimes explosive political games.
Yet the stakes are too high for the nation as a whole to risk
destruction of Tyumen’s industrial and political structures. Tyumen’s
regional wealth contributes too much to the country’s overall
economic and, to some extent, its political stability. Layard and
Parker (1996) note that in 1994, the Tyumen-based oil company
LUKoil—despite various military and political confrontations —
worked closely with the Azerbaijan government and a consortium of
Western companies to drill for oil in the Caspian Sea. The oil and gas
industries are a key player, then, in Russia’s efforts to internationalize
its economy.

The Crime Industry
Political pressures aren’t the only destabilizing element in
Tyumen’s economic life. Crude oil, known as “black gold,” has
created a “gold rush” atmosphere in the region and that means
increased lawlessness. Note the steady rise in criminal activity over
a recent five-year period (Table 2).
Crime takes a number of forms in Tyumen, from simple burglaries
and assaults to the more complex “white collar” crimes of political
corruption and illegal business practices. Corruption has been
especially widespread among oil industry regulators and bureaucrats
who operate in—as ex-vice prime minister E. Gaidar put it—“the
most criminogenic spheres of power.” They’ve had control over the
internal pricing of crude oil, and by manipulating the gap between
internal oil prices and the world market price, they’ve siphoned off

Figure 2
The Number of Joint Ventures with Western Firms,
Tyumen Region, 1990-1996

Source: Tyumen O blast in Figures for 1990-1994, collected statistics, 1 9 9 5 ,1996.

Figure 3
The Number of Western Countries th at Created Joint
Ventures, Tyumen Region, 1990-1996

Figure 4
The Composition of Foreign Investments,
Tyumen Region, 1993 and 1994

Source: Tyumen Oblast in Figures for 1990-1994.
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In 1996, Tyumen accounted for nearly all of Siberia's crude oil reserves
(96 percent) and for 65 percent of total Russian oil production.

enormous personal fortunes. One measure of this criminal privilege
is income polarization, which more than doubled in just one year. In
1993 the average per capita income of Tyumen’s richest 10 percent
was six times as much as the average for the poorest 10 percent; in
1994, the richest tenth were thirteen times wealthier.

Resource Dependency

In 1996 the region produced 186.5 million tons of oil, 548.3 billion
cubic meters of natural gas, and 61.4 billion kilowatt/hours of electric
energy.

Trade Flouts

Tyumen oblast is an open and economically active region with
extensive internal and external trade links. Its major export products
are oil, gas, raw wood and lumber (Figure 1).
Tyumen’s major imports are agricultural machines
and equipment, motor vehicles, construction
materials, and food.. Its balance of trade is excellent.
“Like M ontana in
In 1996, the value of Tyumen’s exports exceeded $4.9
A m erica , Siberia in
billion. During the same year it imported $1.9 billion
worth of goods and services, yielding a positive trade
Russia has long been
balance of $3 billion.
considered the

Tyumen’s economic fortunes are clearly
dependent on the fortunes of its major industries.
Oil and gas together account for about 85 percent
of the entire region’s production assets, about 70
percent of its total income, and about half of its
employment.
Tyumen’s oil and gas industries may be highly
developed, but related transport networks and
servicing systems are not. So even though some of
frontier. ...a magnet
Europe’s largest companies (GasPROM, LUKoil,
Foreign Investments
SurgutNEF I EGAS, etc.) have established an
for adventurers and
Tyumen’s market potential is enormous. The
active long-term presence in Tyumen, infrastruc
pioneers”
service infrastructure is undeveloped relative to the
ture problems have taken their toll. Shortages of
sophistication and extent of major industries such as
spare parts, resources, and adequate services help
gas and oil. And demand for consumer goods is
explain why more than 12,500 productive
intense, though few are produced within the region.
Western Siberian wells went untapped in 1994.
Moreover,
labor
income is high enough to purchase consumer
Taxation strategies have also affected production levels in
products.
O
n
average,
Tyumen labor income is anywhere from two
Tyumen. In 1995 the Russian government raised taxes on crude oil
to three times the overall Russian average.
from 15 percent to 50 percent of its market price.
This market profile has not been lost on foreign investors. Add to
Despite these difficulties, the Tyumen region remains highly
it
Tyumen’s
ample and diverse natural resources, a well-educated
productive and is a strategic linchpin of the entire Russian economy.
I8
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work force, and the presence of large stable companies, and the
attractions are obvious. Joint ventures have grown from less than ten
in 1990 to about 160 by 1996 (Figure 2). Partners include Germany,
Canada, the US, Great Britain, and others — nearly 30 different
countries by 1996 were participating in some type of joint venture in
Tyumen oblast (Figure 3). Direct investments in the form of joint
ventures have become an increasingly important component of
Tyumen’s economic activity (Figure 4), as the Russian securities
market is underdeveloped.
Table 3 details the rapid and pronounced shift in focus by foreign
investors. Note that in 1993 nearly all foreign investment was
directed at fuel industries. Only a year later, foreign investment in
fuels had fallen to less than 20 percent of the total, while investors
pumped money into construction projects. So far, this construction
boom shows no sign of slowdown.

Summary
The eighteenth century Russian scientist Michael Lomonosov
predicted that Siberia would greatly increase Russia’s wealth. T hat is
certainly true now with Siberia’s “Treasure State,” the Tyumen
oblast, accounting for nearly half of Russia’s total 1996 exports, and
thus providing an absolutely vital source of hard currency for the
whole country.
Like Montana in America, Siberia in Russia has long been
considered the “frontier”— a land marked by vast open spaces and
imbued with a special spirit of freedom and risk. As such, it too has
been a magnet for adventurers and pioneers. Siberia’s natural
resource wealth has created an economic profile not unlike
Montana’s, with an emphasis on extractive industries such as oil and
gas, and timber. However, Siberia’s vast resources remain largely
untapped, its regions relatively untamed. It has barely begun the
diversification which has lately emerged in Montana’s economy.
Siberia’s trade and service sectors, its transport network, and its
consumer goods market offer enormous opportunity to those willing
to risk the Russian frontier. Q
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Guidelines for Potential Siberian Investors
1. Set up your business in Siberia with an eye to long-term prospects,
especially in oil projects where profit rates can be marginal over the
short term.

can facilitate investment in high-priority areas, like hi-tech busi
nesses, servicing infrastructure, agriculture, etc., and make sure that
future ventures are in line with long-term local needs.

2. Consider the resource-dependency of the region’s economy. New
investors may find more opportunity and promise in construction,
manufacturing, and service sectors rather than the gas and oil
industries, which are relatively more developed.

5. Choose your location carefully. The Tyumen oblast is huge, and
different regions offer different mixes of advantages, difficulties, and
opportunities.

3. If you’re still interested in the oil and gas industries, get ready to
compete with major German, British, American and domestic
companies.
4. Because business in the region is politically charged, it is vital to
develop close contacts with regional and local administrators. They

6. One advantage of locating in a relatively high-income region like
Tyumen is that investors can focus on quality and diversity of their
products, rather than a purely price-based strategy.
7. Since the number of investors and countries participating in this
market is growing exponentially, act now, don’t postpone. You can be
too late.
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Surrendered Out-of-State/Country Licenses
Jan.-May
1994

1993
A lb e rta
A la s k a
A la b a m a
A rk a n s a s
A riz o n a
B ritis h C o lu m b ia
C a lifo rn ia
C o lo ra d o
C o n n e c tic u t
D is tric t o f C o lu m b ia

While the totals have
remained remarkably stable
over the period Montana
DMV has been tracking these
statistics, note the drop in
California numbers between
1995-96 as that state’s
economy rebounded.
Source: Montana Department
of Motor Vehicles.

Delaware .
Florida
Georgia
Guam
Hawaii
Iowa
Idaho
Illinois
Indiana
Kansas
Kentucky
Louisiana
Massachusetts
Manitoba
Maryland
Maine
Michigan
Minnesota
Missouri
Mississippi
North Carolina
North Dakota
Nebraska
New Hampshire
New Jersey
New Mexico
Nevada
New York
Ohio
Oklahoma
Ontario
Oregon
Pennsylvania
Rhode Island
South Carolina
South Dakota
Tennessee
Texas
Utah
Virginia
Virgin Island
Vermont
Washington
Wisconson
West Virginia
Wyoming
Yukon
TOTAL
* No available data
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9
300
61

72
580
1

3,725
956
102
15
23
452
208
1
89
153
684
378
131
200
75
95
156
1
136
51
338
531
180
42
174
460
174
73
166
194
415
309
272
220
1
854
268
11
74
240
92
628
396
209
16
58
2,345
259
40
798

18,491

\

1995

2
330
67
61
550
2
3,353
1,062
122
4
20
456
158
2
87
152
743
379
138
153
58
79
126
10
130
53
306
535
172
48
128
420
185
61
179
210
361
303
207
168
0
947
311
16
67
275
84
639
463
217
21
57
2,404
287
33
729
1

2
338
77
:v 7 i ’
598
0
3,027
1,233
138
14
29
427
191
0
90
148
781
396
156
174
57
83
114
0
141
62
353
526
219
62
158
421
166
76
191
257
409
278
244
147
0
1,059
268
31
60
280
159
628
494
233
19
77
2.353
302
32
770
0

18.131

18,619

1996

5
360
83
85
640
111 n
2315
1117
103
11
19
407
165
1
84
169
844
359
160
164
73
85
121
0
132
36
278
545
167
41
165
367
155
69
149
239
401
281
215
160
2
1005
290
6
74
281
158
619
458
207
15
46
2052
342
32
754
0
18,009

1997
1

173
31
33
230
1

888
441
19
0
7
181
86
1
20
57
362
129
77
54
37
34
40
0
36
18
121
253
77
23
60
203
76
25
48
96
223
100
99
79
0
464
121
4
43
154
53
242
198
85
0
19
977
122
18
354
1
7,294
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The Bureau of Business and Economic Research is the research and public
service branch of The University of Montana’s School of Business
Administration.
The Bureau is regularly involved in a wide variety of activities, including
economic analysis and forecasting, forest products industry research, and survey
research.
The Bureau’s Economics Montana forecasting system is an effort to provide
public and private decision makers with reliable forecasts and analysis. These
state and local area forecasts are the focus of the annual series of Economic
Outlook Seminars, cosponsored by the Bureau and respective Chambers of
Commerce in Billings, Bozeman, Butte, Great Falls, Helena, Kalispell, and
Missoula.
The Bureau also has available county data packages for all Montana counties.
These packages provide up-to-date economic and demographic information
developed by the Bureau and are not available elsewhere.
The Montana Poll, a quarterly public opinion poll, questions Montanans
about their views on a variety of economic and social issues. The Bureau also
conducts contract survey research and offers a random digit dialing program for
survey organizations in need of random telephone samples.
The Forest Industries Data Collection System, a census of forest industry
firms conducted approximately every five years, provides a large amount of
information about raw materials sources and uses in Montana, Idaho, and Wyo
ming. It is funded by the U.S. Forest Service. The Montana Forest Industries
Information System collects quarterly information on the employment and
earnings of production workers in the Montana industry. It is cosponsored by
the Montana Wood Products Association.
The Bureau’s Natural Resource Industry Research Program enables the
Bureau to continuously monitor Montana’s natural resource industries and
improve the public’s knowledge of them and their roles in the state and local
economies. This program provides easily accessible information about all the
natural resource industries. Sponsors are the Plum Creek Timber Company,
Montana Wood Products Association, and American Forest Resource Alliance.
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